Abstract. This article explores the internet's role in the Finnish 2004 European election. The first aim is to explore how different actors employed the web during the campaign. The second aim is to analyze the impact of the actors' web strategies on voters. Two circumstances make Finland interesting. First, the basic prerequisite for web campaigning is fulfilled since the northern countries, including Finland, are the most 'wired' area in Europe. Second, the electoral system is based on voters' direct choice of candidates, which encourages candidate-driven campaigning. The findings show that the main actors of Finnish campaigns, candidates and parties, dominated the on-line environment. Major party candidates, especially, campaigned on-line. Overall, the websites of all actors provided few information and engagement features. However, major party candidates made better use of the web than other candidates. Additionally, the news media's 'candidate selectors' made good use of web-specific features, and attracted relatively large voter interest. Concerning voter impact, few voters visited election-related websites. Moreover, few indicated that they obtained very/quite much information to support their voting decision from the web. Interestingly, young voters were an important exception.
Introduction
Voter turnout in the 2004 European Parliament (EP) elections followed the downward trend experienced since the first direct elections in 1979. The all-time low turnout of 45.7 per cent suggested that the notion of the 'second-order' nature of EP elections was, by and large, still valid [1] . During recent years, different solutions have been suggested to raise European voters' engagement with the EP elections. Typically, institutional factors have been taken into account, including electronic voting [2] . However, institutional reforms are probably not enough; voters must sense that the EP elections are relevant and important to their lives. This view strongly stresses the role of mobilizing agents and the role of the news media in communicating the campaign: whereas parties, candidates and different networks (e.g. labour unions and NGOs) act as mobilizing agencies through various forms of direct communications with voters and by using 'paid media', the news media serve their mobilizing function through providing election-oriented information to the electorate [3] .
In the 2004 elections, these actors had the opportunity to utilize the internet, particularly the World Wide Web (henceforth, the web), to a greater extent and probably in more effective ways than in previous EP elections. The general purpose of this article is to empirically explore the role of the web in the Finnish 2004 EP election. Specifically, the article has two aims. The first aim is to explore how a wide range of actors relevant to the elections employed the web during the campaign. The second objective is to assess the impact of these actors' web strategies on the voters. Hence, the focus is on both the supply side (what the actors provided on-line) and the demand side (how the voters responded to the actors' web deployments).
Two circumstances make the Finnish case interesting. First, the basic prerequisite for using the web during elections -a high level of internet penetration -was fulfilled early in Finland. Already in 1999, Scandinavia, including Finland, was the most 'wired' area in Europe [4] . In 2005, as to the internet penetration rate, Finland ranks fourth in the EU (62%) after Sweden (74%) Denmark (69%) and the Netherlands (66%). 1 Second, as compared with other European countries, the Finnish electoral system strongly emphasizes the individual candidates. In both national and EP elections, Finnish voters do not express a list preference, but they cast a vote for individual candidates representing parties or electoral alliances [5] . This system results in candidate-driven campaigning. When considering these circumstances, it may not come as a surprise that 28 per cent of the Finnish candidates had independent websites already in the 1996 EP elections [6] . Since candidate-centred systems, as Gibson [7] suggests, result in individualized cyber-campaigning spurring innovations and dynamic development in web use, the early adoption of the web in Finnish EP campaigns makes the Finnish case especially interesting to explore. Thus, where the candidates -and other political actors, as well as the news media -were probably 'learning the ropes' in the 1996 campaign, the use of the web in the 2004 EP elections may have evolved considerably in terms of both quantity and quality.
Research questions and underpinnings
This study is explorative. Thus, we chose not to form testable, theoretically based hypotheses. Rather, two general research questions guide our exploration. First, how was the web employed by a wide range of actors during the campaign? Second, how did the electorate respond to the actors' deployment of the web?
The importance of contextual factors
In examining the Finnish case, a theoretical assumption is that contextual factors shape the production of the electoral web spheres creating opportunities for information and engagement to the voters (see also the introductory article of this theme issue). We have stressed above the importance of high internet access and the candidate-centred electoral system in Finland. In addition, it should be mentioned that the candidates usually have own support groups, consisting mostly of political amateurs, whose role is to organize campaigning activities, fundraising and generate publicity [5] . As to the candidates' view of campaign websites, a survey conducted by Suomen Lehdistö, The Finnish Newspapers Association's periodical, shortly before the 2004 EP elections, showed that more than one-third of the candidates regarded the web as being a very important tool in their campaigns [8] . However, another one-third deemed the web as being unimportant. These candidates nonetheless had launched their own sites because, in their words, 'it was a must' and thus followed current fashion. Overall, the candidates emphasized newspaper advertising as the single most important form of publicity.
The Finnish multi-party system, in turn, is relatively fragmented [9] . The core consists of three parties, the Social Democratic Party, the Centre Party, and the National Coalition Party. These capture the majority of the votes (usually around 60-70 per cent) in national parliamentary elections. Besides these major parties, there is a group of minor parties as well as numerous fringe parties. In general, the EU opposition is limited to some of these fringe parties, while the main parties are, generally, favourable to European integration [9, 10] . A study by Tiilikainen and Wass, based on interviews with party representatives, conclude that parties' campaigns activities were more vital in the 2004 elections than in the 1999 EP elections [10] . In assessing the most important campaigning forms, none of the parties underlined web-related activities however. Rather, news media coverage, public meetings and advertising in newspapers were emphasized. Nevertheless, the parties felt that their websites played a significant role in their campaigns. The substance of the parties' campaigns was colourless and had a clear national focus [10] . Moreover, the issue standpoints of the parties did not differ much, thus reflecting the consensual character of the Finnish political culture [9, 10] .
A final contextual circumstance concerns campaign regulations. In Finland, the individual candidates and parties can purchase as much advertising time as they want on national commercial television channels [11, 12] . As noted by Norris [13] , in countries where unlimited amounts can be spent on televised advertising, minor and fringe political actors, with fewer financial resources, have a good rationale to go on-line; the cost of launching a website that contains similar features to that provided by major actors may be relatively modest.
On-line politics: four scenarios
Inasmuch as the internet has the potential to offer a more affordable and manageable campaign ground for smaller political actors, scholars have argued that the internet may balance the inter-actor strengths on the electoral arena (e.g. [14] ). This scenario is often referred to as the equalization of electoral competition on-line (e.g. [15] ). However, some scholars have argued that there is no reason to expect major overhauls of electoral competition due to the web (e.g. [16] ). Major parties -and other major political actors -are still better off than their smaller counterparts at making their website known to voters as they are more likely to make the news and have more money to spend on traditional campaigning [15] . Both of these factors are useful in raising voter interest and knowledge of their websites. In addition, even if web campaigning currently requires comparably little investment, there is no guarantee that the costs will remain low. Over time, the costly expertise of full-time web designers and managers could probably become an essential element of the successful on-line campaigns [17] . Hence, we refer to this no-change scenario concerning the political organizations on the supply side as the normalization of on-line politics.
We now turn our focus to the demand side of the political web sphere; the public. As for the theories on on-line electoral competition, scholars have envisioned the internet both to cause major and minor changes in citizens' political activity. Firstly, optimistically, the internet is claimed to politically activate increasing numbers of citizens. Accordingly, this line of thought has been labelled the mobilization theory [18] . One of the core arguments is that on-line political activity differs on several important aspects from traditional political activity and might thus help to activate new types of citizens. Political activity on-line is easily accessible and relatively low-cost. Finally, when compared to traditional forms of political activity, internet activity offers more opportunities for interactivity [18] . Overall, these advantageous features could indeed raise the participation rate amongst those citizens who perceive traditional political activity as too time consuming and demanding.
However, many scholars have been sceptical about the mobilizing effects of the internet [14, 18, 19] . One important distinction between the internet and traditional mass media is that the former requires the user to actively seek political information whereas, for instance, television exposes the passive viewer to political information. Thus, only the politically interested citizens would search for political content on-line [14, 19] . From this perspective, the internet is a new channel for the politically motivated to do what they have always done. Citizens lacking political interest would also lack the motivation to seek political websites. Another dimension of this reinforcement argument is based on the unequal access to the internet by the population, which follows certain socioeconomic patterns. Evidence suggest that the typical political internet user is a young, highly educated male with a relatively high income [19] . According to Bimber [20] , the demographic characteristics of on-line politically active citizens resemble those of citizens already engaged in off-line politics -age being the notable exception.
In the light of the Finnish context, the scenarios of normalization vs. equalization of inter-organizational competition and mobilization vs. reinforcement of the citizens generate a number of questions relevant to our analysis:
-What is the significance of the fact that three major parties dominate the Finnish political stage: did these dominate the electoral web sphere, too, or did the web level the playing field for the minor and fringe parties? -Did major party candidates utilize the web better, both in terms of quantity and quality, than the minor and fringe party candidates? -Beyond parties and candidates, did the web provide an increased reach to smaller or less significant political groupings? Did the consensual character of the parties' issue standpoints motivate various NGOs to promote alternative views on-line? -What is the significance of long-term high levels of internet penetration in Finland: did the electoral web sphere, due to a less skewed socio-economic distribution of internet access, attract and mobilize a new and varied strata of voters?
Data and methodology
Our focus on both the supply and demand side of the Finnish on-line campaign is reflected in the use of data and methodology. Supply side data concerning political organizations' websites was collected and analyzed by the authors within the Internet & Elections (IE) Project. The common set of rules and protocols involved four steps of data gathering: identification, sampling, quantitative coding, and qualitative annotation of websites (see further the introductory article of this issue). The identification of sites took place mainly between mid-April and mid-May 2004. In doing this, we followed the project's 'sleuthing guide' that provided detailed advice for the identification of sites produced by different actor types. Prior to the EP election, a random sample of 100 sites was drawn from the population of sites identified in each country, stratified across producer types to ensure inclusion of a mix of website types for coding. Quotas were set as follows: 30% for candidates sites, 20% for parties, 10% for government sites, 10% for NGOs and labour unions, and the remainder distributed across other producer types. Concerning the Finnish sample, the effective number of sites in the sample received was 94. However, since the candidates' sites dominated the Finnish web sphere, we wished to further oversample this kind of site. Such an extra oversampling would more truly reflect the deviant Finnish case and, above all, provide a sufficient number of sites to permit closer inspection of candidates' website features. Therefore, an additional sample of 25 randomly selected candidate sites was added to the original sample.
A set of 24 measures -including 12 types of information and 11 types of engagement -were employed in coding the sites, based on the project's objective to study information and engagement features provided on-line by a broad range of actors in various cultural contexts. The coding took place between two weeks and three days before the election. Additionally, we prepared systematic open-ended notes of significant features in the sites.
Subsequently, in dealing with the demand side, we analyzed survey data deriving from a research project called Changes in Finnish TV Election Campaigns led by Professor Tom Moring, University of Helsinki. Within this project, Gallup Finland has conducted a series of panel surveys since 1992 measuring voter behaviour and preferences at two occasions: some weeks before an election, and immediately after the elections. The survey conducted after the 2004 Finnish EP elections, which we used in this paper, comprised 1,362 respondents aged 18-69 years, representative of the Finnish population. To some extent, however, the data exaggerates the use of internet since the respondents were equipped with home computers by Gallup Finland in order to facilitate participation in the panel. For the purpose of this paper, this can be considered more of an asset than a problem: the sample portrays an ideal population that makes it possible to explore how a representative sample of voters act, taken they have internet access from their homes (cf. [21] ). 
Findings 3

Producers of the Finnish web sphere
Which types of political actors were most significant in producing the Finnish election web sphere? In the identification phase, 196 websites produced by ten political actor groups were identified. This sphere is presented in Table 1 .
The fact that sites of candidates, parties and NGO/Labour organizations made up 87 per cent of the identified sites indicated that the Finnish on-line campaign would be dominated by the same political actors prevalent in offline campaigns. The candidates were particularly active in launching websites. In the campaign, 123 of the 227 nominated candidates set up their own websites. Concerning the provision of election-relevant content, Table 1 shows that 82 per cent of the sampled sites featured this kind of content. With caution paid to the fact that the sample sizes for most producer types are small, five observations can be made. First, the candidates dominated the electoral web sphere: they provided the bulk of the sites and, moreover, all their sampled sites carried election content. Second, many parties provided sites containing election material. Party-produced sites that lacked election content belonged to fringe parties that had no candidates running at the election. Third, the sites of the news media in particular, but also of the government, contained election content to a relatively high degree. Fourth, few sites of NGOs/Labour organizations carried election content. As to the sites of the remaining producer types, finally, the sample sizes are too small in order to draw any substantive conclusions. In Finland, therefore, the on-line campaign resembled traditional campaigns where candidates, parties and the media constitute the main actors. Obviously, this is hardly surprising as the parties and candidates were the actors with most at stake in the election. 
Information provided
In examining the information provision on the sites, we initially pay attention to the number of information types provided on the sites featuring election-related content. Here, we use an additive index that assigns one point for the presence of each of the 12 information features (Appendix A). Our analysis shows that the actors did a relatively poor job in providing the voters with a wide range of information features; the mean score for all actors is 3.6. There are, nevertheless, significant differences between the groups of actors (ANOVA, p < 0.001). Two groups stand out from the rest, i.e., the candidates and the parties scoring 4.08 and 4.00 respectively. Concerning their size, fringe parties did a poorer job (2.75) than the minor and major parties (4.50 and 5.00 respectively). 4 The mean scores of the remaining groups ranged from 1.80 to 2.86.
What kind of electoral information did the actors offer on-line, then? Table 2 shows that there is a dividing line between, on the one hand, the parties and candidates' sites and, on the other, the sites of the other producer types.
In general, few information types were prevalent on the sites of the government, the media, the NGO/Labour organizations and the residual group. Basically, they provided: biographical information, calendars or lists with prospective election-related events, information about the voting and the campaign process. Thus, they informed and educated, albeit in a limited scope, the citizens about the upcoming election. Noteworthy, the NGO/Labour organizations did not campaign explicitly on-line.
The candidates and the parties, on the other hand, provided a richer variety of information on their sites, providing biographies, calendars and issue positions. Beyond this, the sites to a certain degree used the virtual expanse of the web by providing speeches and audio/video files. Moreover, the parties also informed the site visitors about the voting and the campaign process. The uses of endorsements and comparisons of issue positions were rare on the candidates' and parties' sites.
Finally, an additional information feature, candidate selectors, was frequently used on the websites of the news media during the election campaign. A candidate selector is a web-based tool that compares the site visiting voter's answers to a set of topical questions with those given by the candidates. The 
selectors then suggest to the voters a selection of candidates who are the likeliest to share their opinions.
In recent Finnish elections, these tests have become very popular [21] . Our annotations showed that five of eleven sampled sites produced by the news media featured this tool in the 2004 election. These selectors attracted a substantial public during the campaign. For example, the selector provided by YLE, the state-owned Finnish Broadcasting Company, attracted approximately 60,000 different visitors during the last week of the campaign. All in all, the selector was visited by more than 100,000 different citizens during the period 1-13 June and by more than 80,000 in May. 5 The selector provided by the largest daily, Helsingin Sanomat, was visited approximately 188,500 times during the campaign. 6 Moreover, the candidates were very responsive when giving their answers to the questionnaires that made up the five selectors; the answer rates ranged from 77 to 87 per cent. 7 In addition, two parties set up their own selectors on their sites allowing for a comparison between the issue views of the site visitor and the candidates of the party in question. In sum, by considering this additional feature, and its' popularity, the election-related information provided by the news media's sites in the 2004 campaign is put in a more favourable light.
Engagement opportunities provided
The provision of engagement opportunities to the voters is reported in a two-fold way. First, an additive index assigns one point for the presence of each of 11 engagement features on a site (Appendix A). Thereafter, we examine the prevalence of each engagement type on the sites by the different actors. Concerning the actors' index scores, the most striking observation is that all actors offered the voters a small range of engagement opportunities; the mean score for all actors is remarkably low (1.66). Moreover, the differences between the actors are fairly small. Yet, the parties did somewhat better (2.27) than the other actors (scores ranging from 0.80 to 1.60). Table 3 gives a detailed overview of the various engagement features provided by the actors. As Table 3 shows, the only engagement feature that all producer types frequently offered is the possibility to contact the site producer, usually by e-mail. Regarding the other features, there seems to be a dividing line between, on the one hand, the parties and candidates' sites and, on the other, the sites of the other four producer types (i.e., government, news media, NGO/Labour, other). The latter group provided very few engagement features. On the parties' and, in particular, candidates' sites, a wider range of engagement features are prevalent. Thus, a vast majority of the parties' sites provided opportunities for visitors to join/become member of the organization. Moreover, the parties' sites provided features that encourage the site visitor to mobilize other voters, i.e., by enabling visitors to send a link from the site to other voters and encouraging offline distribution of campaign material. The candidates' sites, on the other hand, primarily offered engagement opportunities that enable citizens to become involved in the campaign. Hence, 23 per cent of the sites provide opportunities to join/become members of the candidates' campaign organization. Moreover, 18 per cent of the sites encourage visitors to volunteer in the candidates' campaign. Furthermore, 15 per cent of the candidates' sites enabled/encouraged visitors to donate money and to make public statements in support of the candidates.
The on-line candidates: a closer analysis
Finland: a deviant case
Our analysis above showed that the candidates were the most significant actors in producing the Finnish web sphere. Initially, in order to simply demonstrate the deviant Finnish case, we provide, in Table 4 , a comparison of the web presence of the candidates in nine EU countries, included in the project, in the 2004 elections.
As Table 4 shows, the share of candidates on-line is considerably higher in Finland than in the other states. However, beyond the Finnish case, it is worth noticing that the Dutch and Irish candidates were on-line to a somewhat larger extent than the candidates in the other nations. Interestingly, the Finnish, the Dutch and the Irish voters had one thing in common in the 2004 elections, they voted directly for individual candidates representing parties or electoral alliances [22] . In the other six states, except for Luxembourg, variations of party list systems (ordered or closed lists) were used [22] . However, the marked difference in the candidates' web presence between Finland, on the one hand, and the Netherlands and Ireland, on the other, suggests that other nation specific factors must be taken into account, too. Tentatively, we suggest that the early reached high level of internet penetration in Finland together with the fact that all types of elections in Finland are candidate-centred, has led up to a situation where candidates are expected to have own sites. 
Who is on-line?
Which factors, then, influenced the Finnish candidates' web presence? A logistic regression analysis, presented in Table 5 , examines three central candidate characteristics: age, gender, and size of the candidate's party. Put bluntly, is on-line campaigning a concern for young, male candidates representing major parties?
The model presented in Table 5 shows that age 8 and party size, in particular, are significant predictors of having a website. Above all, belonging to a major party is a crucial factor. 9 Although it is likely that major parties' candidates may have obtained assistance from their parties in setting up their individual sites, we do not have empirical, interview evidence to support such claim. Neither did we note an extensive use of standard site skeletons that could have been provided by the parties. Candidates who used such templates usually run for minor and fringe parties, not major parties. Additionally, the model reveals an independent age effect; young candidates (the age groups 18-24 and 25-34) were more likely to go on-line than the older candidates.
What kind of candidates did best?
Once on-line, then, were there certain types of candidates that did a better job than others? To explore this question, a two-step cluster analysis 10 of the sampled candidate sites was first carried out in order to classify the sites into homogenous subgroups according to the extent to which they provided various information and engagement features. The automatic clustering algorithm identified three clusters (Table 6) . Table 6 reveals significant differences between the groups of sites. The most important finding is that the third cluster does a better job than the other clusters in providing information features and engagement opportunities. The question that now arises is whether the candidates whose sites belong to cluster III differ systematically from the other candidates as to certain background characteristics. In answering this question, we examined five independent variables: gender, age, the size of the candidate's party, incumbency (whether or not the candidates are MPs or MEPs) and the urbanity of the candidates' home districts. Given the small number of cases (N = 62), simple 2x2 cross-tabulations were used here. The five 2x2 contingency tables reported in Table 7 are statistically tested using the Fisher's exact test that is well suited for small samples.
Bearing in mind that being young was found to be a significant predictor of the candidates' on-line presence, Table 7 yields an interesting and statistically significant result: comparing the two groups, it was not the young candidates -those one would have expected to be more web savvy -that created sites of the third cluster type in particular. Concerning the other variables, no statistically significant differences between the clusters were found. Still, with due caution to the small number of cases, the findings point in the direction of the normalization hypothesis: websites of candidates being male, belonging to a major party, being an MP or MEP, and living in urban areas are more common in the third cluster. (Fisher's exact test) . b p < 0.10 (Fisher's exact test). Note: An urban area is defined according to the statistical grouping of municipalities made by the Statistics Finland: urban municipalities are those municipalities in which at least 90 percent of the population lives in urban settlements, or in which the population of the largest urban settlement is at least 15,000.
The impact on the voters
How did the Finnish voters respond to the election-related websites in the 2004 EP election? Two blocks of items in the survey are of interest. First, there is a series of questions asking about the respondents' use of and exposure to different information sources during the campaign. The questions cover traditional sources and web-based sources. The latter comprise party and candidate websites and candidate selectors; thus the very web features that our analysis identified as central in the Finnish web sphere. A second group of questions deals with the importance of the different sources to the respondents. Specifically, the respondents were asked to estimate the extent the different sources gave information to support their voting decision.
As to the voters' use of election-related web sources, our analysis shows that traditional sources had an advantage over the web-based sources. Whereas 13 per cent of the respondents (N = 1,362) looked for information on the elections on the internet, far more followed election-oriented stories on television news and current affairs programmes (41%) and in the newspapers (36%). Likewise, whereas ten per cent of the voters visited party/candidate websites, 61 per cent observed parties' or candidates' advertising on television. Notably, however, a considerable share (24%) visited candidate selectors.
What characterizes the voters that looked for information on-line, surfed into party/candidate sites, and visited candidate selectors? The regression models presented in Table 8 answer this question. The predictors used in the models are demographical characteristics that are usually associated with political behaviour.
By and large, the models predicting who looked for information and who visited party/candidate sites show a similar pattern. Thus, there is a bias towards an over-representation of the younger voters (18-34 years), the better educated, the ones that live in urban or semi-urban milieus, and men. In particular, we note that the party/candidate websites attract the youngest voters (18-24 years). The model predicting who visited candidate selectors shows a broadly similar picture. However, gender proved not to be of significance here. In addition, the candidate selectors attract also the middle-aged voter segment (35-49 years). Finally, neither class nor income proved significant in any of the models. The results presented hitherto are only a first step forward in examining the role of the electionoriented information; we also need to know how the voters assessed the on-line information. Our analysis shows that few voters obtained very/quite much information to support their voting decision from party sites (6%), candidate sites (9%) and candidate selectors (14%). 11 A significantly larger share stressed the importance of the information in the newspapers (26%) and in television news and current affairs programmes (28%).
What, then, characterizes the voters that attached great importance to the web sources? A regression analysis, not reported here for length reasons, showed largely similar patterns that were detected in Table  8 . However, this time, gender proved not to be a significant predictor. Above all, the voters estimating that they obtained very/quite much information to support the voting decision from candidates' and parties' sites and candidate selectors tend to have an over-representation of younger voters (18-34 years) and the ones living in urban contexts. Lastly, looking more closely at the age effect, Table 9 shows to what extent different age groups estimated that they received very/quite much information to support the voting decision from party/candidate sites and candidate selectors compared to traditional media sources. Table 9 shows that the share attaching great importance to the on-line information is considerably larger in the two young voter segments than in the two older age groups. Clearly, a dividing line can be observed between the two young groups and the two older groups. The most interesting finding, however, is found within the youngest age group (18-24 years): the percentage of voters in this group that assess that they obtained very/quite much information from the web sources, taken together, is larger than the share that emphasizes the value of information found in the traditional sources.
Conclusions
Regarding the Finnish electoral web sphere, our analysis revealed a familiar picture. The sphere was clearly dominated by traditional political actors: parties and candidates. Apparently, other groupings considered the election being of minor importance and did thus not put much effort into creating election-oriented web content. The dominance of candidate sites is, to a large extent, due to the Finnish candidate-centred election system. Since the Finnish 1996 EP elections, the share of candidates having a website has nearly doubled; from 28 per cent to 54 per cent.
However, our exploration of the information and engagement provision suggests that the internet technology was underused by most actors. In general, most sites resembled traditional brochures rather than new interactive, innovative campaign outlets. Apparently, the political actors still viewed the web as a second-order campaign medium and merely followed the current fashion of going on-line. For now, the main thing is to have a campaign site and thus maintain an image of professionalism; what is done on-line is obviously regarded less important.
Nonetheless, some findings concerning the information and engagement features give rise to optimism. First, the high prevalence of issue positions on the parties' and candidates' sites is good news considering that Finnish parties and candidates usually stress image characteristics rather than issue stances in their political advertising [11, 12] . However, only a small share of the candidates and parties dared to provide comparisons of their issue positions to those of their opponents. One explanation for this may be that Finnish campaigning is consensual and polite. However -and this is also good news -the candidate selectors, in fact, provided the voters with a possibility to compare the issue standpoints of the candidates. What is more, many voters consulted the selectors. The news media's provision of this tool made them a third significant actor in the electoral web sphere. Finally, also on a positive note, the parties and candidates, to a certain degree, provided features that could engage the voters. Thus, the parties provided features encouraging the mobilization of voters while the candidates offered opportunities to become involved in their campaigns. Apparently, the candidates' ambition to involve the voters reflects the role of candidate support groups in the Finnish campaign culture. As the support groups operate, by and large, independent from the party organizations, there is a need to raise money and seek volunteers, off-line as well as on-line.
When returning to the discussion of normalization and equalization, then, what conclusion can be made? First, we note that many parties -not only the major ones -provided electoral related material. Some fringe parties' sites lacked election-related information; these parties had not fielded candidates. Regarding the range of information types provided, the fringe parties did a poorer job than the minor and major parties. Thus, our findings add some support to the normalization scenario. Considering the most important political actor type in this election, the candidates, our exploration revealed a stunning dominance by major party candidates in terms of being on-line. One explanation for this could be the Finnish EP election itself, contesting only 14 seats and using the whole country as a single district. Possibly, this circumstance reduces the number of outsiders trying their luck on-line. Furthermore, the analysis of the candidate sites providing the widest range of information and engagement features -the third cluster's sites -does not challenge the notion of 'politics as usual' either. The candidates launching these sites were not primarily running for minor or fringe parties, nor were they young or female.
Beyond parties and candidates, few other political groupings were active on-line. Thus, when theoretically summarizing the supply side, our findings indicate that the web is quite 'normalized'; the traditional 'big guns' of the off-line political sphere dominate both in web presence and website features.
Regarding the demand side, then, what conclusion can be drawn? First, it should be stressed that few voters looked for election-related information and visited party/candidate sites on the web. Moreover, for the Finnish voters in general, the web is still not nearly an important source for political information as newspapers and television. Thus, these findings do not readily support the mobilization thesis.
However, looking beyond the general picture, three positive trends emerge. First, this is showed in the large interest young Finnish voters showed towards the political websites and the great importance they placed in them when pondering their voting decisions. For the youngest voters, the web even surpassed the traditional sources. Second, a considerable share of voters visited and placed emphasis on the candidate selectors. Possibly, this could indicate that the packaging of the on-line politics matters in raising the voters' interest as the more innovative selectors attracted wider audiences than the lack-lustre party and candidate sites. Third, our analysis does not confirm that a high income and being white-collar are associated with political web use. Thus, demographically, the political web users did not fully resemble the citizens known to be politically active off-line [19, 20] . Theoretically, our findings are intriguing as they, in time, could lend support to the mobilization thesis.
